The role of corporate identity in the Malaysian higher education sector by Mohamad, Bahtiar et al.
Jurnal Komunikasi Massa 







The Role of Corporate Identity in 




Hassan Abu Bakar 





                                                
Organizations need corporate identity for survival. This identity is 
developing through the projection of one positive image that will increase its 
public confidence about the quality and achievements of the organization. 
This paper attempts to identify corporate identity in Malaysia’s higher 
education sector from its prospective clients (among students from 
matriculation colleges in Malaysia). Specifically, this research tests and 
verifies the Corporate Identity Model instrument developed by Melewar 
and Jenkins (2000). The Corporate Identity Model consists of five 
components: Corporate Culture, Behaviour, Communication and Visual 
Identity, Market Conditions and firm, product and services. To verify this 
model, factor analysis was conducted. Outcome and consequences of the 




Identity, image and reputation are the main agenda of organization 
through corporate communication activities. Van Riel (1997) study found 
that there are three main concepts in corporate communication that are 
always being studied by scholars. The concepts are corporate identity, cor-
porate reputation and communication management. On overall, corporate 
communication is referred to as communication, added with advertising, 
media affair, financial communication, employee communication and crisis 
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communication. In order to be effective, every organization needs a clear 
sense of purpose that people within it understand. They also need a strong 
sense of belonging. Purpose and belonging is the two facet of identities. 
Every organization is unique and the identity must spring from organizat-
ion’s own roots, its personality, its strengths and its weaknesses. 
The identity of the cooperation must be so clear that it becomes the 
yardstick against which its products and services, behaviors and actions are 
measured. This means that the identity cannot simply be a slogan, or a col-
lection of phrases: it must be visible, tangible and all embracing. Everything 
that organization does must be an affirmation of its identity. 
In globalization world, both academic and business interests in cor-
porate identity have increased significantly in recent years. Organizations 
have realised that a strong identity can help them align with the marketplace, 
attract investment, motivate employees and serve as a means to differentiate 
their products and services. Identity is now widely recognised as an effective 
strategic instrument and a means to achieve competitive advantage 
(Schmidt, 1995).  Thus, many organizations are striving to develop a distinct 
and recognisable identity. Certain characteristics of an efficacious corporate 
identity include a reputation for high quality goods and services, a robust 
financial performance, a harmonious workplace environment, and a repu-
tation for social and environmental responsibility (Einwiller and Will, 2002) 
According to Melewar and Sibel Akel (2005), the globalisation of 
business has finally been embraced by the higher education sector in which 
education is seen as a service that could be marketed worldwide. Universi-
ties and other institutions of higher education have to compete with each 
other to attract high quality students and academic staff at an international 
level. Hence, competition is no longer limited within national borders. As 
education and training become a global business sector, education marketing 
is developing standards more akin to consumer goods marketing. This pre-
sents several challenges for Malaysian universities such as the development 
of a more customer orientated service approach to education and an in-
creased emphasis on corporate image. 
In a market where students are recognized as customers, universities 
have to implement strategies to maintain and enhance their competitiveness. 
Higher education sector in Malaysia develops rapidly since 1990. Now, Ma-
laysia has 20 public universities offering a variety of courses and hundreds 
of private universities. Competition is not only within the country, but re-
gionally and globally. The university needs to develop a competitive advan-
tage based on a set of unique characteristics. Furthermore, universities need 
to communicate these characteristics in an effective and consistent way to 
all of the relevant stakeholders. Under these circumstances, universities have 
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finally realized the role of corporate identity as a powerful source of com-
petitive advantage.  
They understand that if managed strategically, corporate identity can 
help them develop a competitive edge over competitors (Olins, 1995). As a 
result, a growing number of universities have started to develop and 
implement corporate identity programme as part of their strategic growth 
and expansion (Baker and Balmer, 1997). 
Review of Literature  
Corporate identity 
Birkigt and Stadler (1986) derived from Cornelissen and Elving 
(2003) refer to corporate identity as the strategically planned and operational 
self-presentation of a company, both internal and external, based on an 
agreed philosophy, long term company goals, and a particular desired image, 
combined with the will to utilize all instruments of the company as one unit 
achieved by means of behaviour, communication and symbolism. Although 
universities are a higher education institution body rather than a corporate 
company, they have somehow embodied a corporate outlook in its quest to 
realize its mission statement as an agreed philosophy outlined earlier. Given 
this situation, university is highly prudent in its effort to achieve what it has 
set out to accomplish by firstly, rallying its tools and means to communicate 
its identity to its groups. 
In recent years, the importance of the corporate image has been 
recognized. One of the reasons behind this is the growing interest in studies 
of corporate image. The organization considers that the transmission of 
positive image is an essential precondition for establishing a commercial 
relationship with target groups (van Riel, 1995).  
Congruent with statements by Birkigt and Stadler (1986) and 
Alessandri (2001) who posit that corporate identity needs to be founded 
upon the mission statement of a corporate entity, university, in promoting 
its academic excellence, has significantly rallied its forces in arriving at a logo 
that is very much representing the organization and what it has to offer 
based on its mission statement.  
Olins (1995) outlines four stages in building an identity program. 
Firstly, investigation, analysis and strategic recommendations are carried out 
internally to determine what a corporate entity should represent. Insofar as 
university is concerned, it considers factors such as its position, market 
share, core values, central idea, growth patterns, size, corporate culture, 
profitability and competitiveness in setting its goals. Olins (1995) argues that 
once internal analysis and strategic recommendations have been carried out, 
the next stage is developing the identity by means of behavioural change, 
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identity structure and name and visual style. According to Birkigt and 
Stadler (1986), corporate identity is also communicated through the 
behaviour of a corporate entity where target groups are able to be judged by 
the actions conducted by the entity in dealing with external forces or stimuli.  
The creation of a logo is a part of its identity building process which 
represents what it stands for (Olins, 1995). In designing the visual style, 
university makes use of different colours in the logo. To take words of Olins 
(1995), the purpose of a symbol is to present the central idea of the 
organization with impact, brevity and immediacy. The use of different 
colours and their representation in the logo of the university does present 
the central idea to portray university as a modern organization founded 
upon healthy principles and governance. 
Olins (1989) argues that symbolism guarantees consistent quality 
standards and contributes to the loyalty of customers (in our case, student as 
customers to the university) and other target groups (the potential students). 
The third stage of Olins’ Corporate Identity formation is launched and 
introduced to communicate corporate vision. The identity of university 
must be communicated through the mass media, another medium of 
identity formation. The final stage of identity formation is implementation. 
In alignment with its mission statement to market the university as a first 
choice, university should collaborate with other organizations in its quest to 
raise awareness. Olins (1995) corporate identity management needs to be 
considered in the same perspective as financial management or information 
system management as part of corporate resource where continuous efforts 
is necessary to implement and maintain it.  
However, Melewar and Jenskin (2002) identify five sub-construct to 
measure corporate identity or organization namely communication and 
visual identity; behaviour; corporate culture; market conditions; firm, 
product and services. The model adapts a multidisciplinary approach in the 
analysis of corporate identity. It unites the psychological, graphic design, 
marketing and public relations paradigms of the corporate identity. In this 
way the model represents different views and school of thoughts of 
corporate identity, aiming for a balanced combination between these 
different disciplines. Furthermore, in terms of its application, the model 
presents a practical tool for analysis with its simple structure summarised in 
a comprehensible graphic presentation.  
Communication and visual image touch about corporate visual 
image; corporate communication; architecture and location and 
uncontrollable communication. Corporate visual identity of the organisation 
is reflected by five main components which are corporate name; symbol 
and/or logotype; typography; colour; and slogan (Dowling, 1986; Olins, 
1995). According to Olins (1995) these components “present the central 
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idea of the organisation with impact, brevity and immediacy”. Meanwhile, 
corporate communication defined by Van Riel (1995) is a management 
instrument to create and harmonise favourable relationships with external 
and internal stakeholders. As pointed out by Markwick and Fill (1997), it is 
vital to ensure that consistent corporate communication is delivered to all 
stakeholders. Melewar and Sibel Akel (2005) studies on corporate identity of 
the University of Warwick classify its stakeholders into two categories 
namely internal; and external stakeholders. The external stakeholders cover a 
wide range of audiences from opinion leaders (business, media, academic, 
think tank, education specialist, government/political) to alumni and 
teachers. The internal audiences are divided into three main groups - 
students; academic; and non-academic staff. In a research study conducted 
by the University (Opinion Leader Research) it was found that overall 
knowledge of the University differed considerably between these audiences:  
On the whole, a far higher proportion of internal as opposed to 
external audiences state that they know the University well. Among the 
internal audiences, the academics in particular, show a low level of 
knowledge of the university (Jones, 2001). Corporate communication covers 
management, marketing and organizational communications. Among the 
three, management communication is seen as the most important (Van Riel, 
1995). Top level managers are seen as the main medium of management 
communications since they are responsible for transmitting the corporate 
philosophy and vision to the internal stakeholders (Melewar and Jenkins, 
2002). 
The component of behav our consists of management behaviour 
and employee behaviour. Given the current need for economic 
accountability and the increased focus on consumer choice, universities are 
viewing students and staff as customers. Consequently, to sustain the 
desired level of service quality, the relationship between administrative staff 
and academics, and administrative staff and students has become more 
structured. Thus, the behaviour of management at universities is increasingly 
resemblers that of a commercial company. 
i
Increasingly, academics acknowledge that a “corporate identity refers 
to an organisation's unique characteristics which are rooted in the behaviour 
of employees” (Balmer and Wilson, 1998). As a result of reduced 
government funding and a larger social focus on consumer choice, 
universities design courses that are in accordance to what consumers want 
rather than what universities believe should be taught. This new way of 
looking at “customers” of education has created a need to review the 
relationship between the customers and university employees. 
Nevertheless, in the context of a university, the identification of the 
customer and the employee is not an easy task. First, as identified by 
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Sirvanci (1996) the student-university relationship is not a typical customer-
employee relationship. The university student differs from a “conventional” 
customer in the sense that the university student does not have full freedom 
of choice with the product (knowledge/education), responsibility for paying 
the price and might not even “qualify” to purchase the product. 
Second, in an environment where the students are classified as 
internal customers the classification of academic staff is problematic. 
Academics are classified both under internal customer and academic staff. 
Evidence shows that relationship between academic and administrative staff 
is an area of potential conflict (Pitman, 2000). The tension is likely to 
originate from the fact that academic staff have different motives for 
working in a university from administrative staff members and use a 
different value system of their own. 
Corpora e culture has been a main focus of academic management 
since the early 1980s (Wiedmann, 1988). Culture is the commonly held and 
relatively stable beliefs, attitudes and values that exist within the organisation 
(Williams et al., 1993). Jarzabkowski and Wilson (2002) studies found that 
culture in University of Warwick is based on the following tenets: success-
orientated; entrepreneurial and competitive; intra-organisational 
competition; low tolerance for non-performers; pioneering; competing at 
the highest level of sectoral environment, (Harvard, Berkeley, Cambridge 
and Stanford); and “strong centre, strong department”.  
t
However, in an academic institution agreement on a single value set is 
difficult to achieve. Baker and Balmer (1997) in their study about the 
corporate identity of University of Strathclyde identify that the problem 
arises mainly from the fact that each member of the university is an expert 
in a specific area and has therefore a very strong view about how to proceed 
in this area. In the absence of a general direction for the academic 
community to proceed this sub-cultures and multiplicity in identities may 
harm the successful implementation of a corporate identity programme.  
The component of corporate culture basically involves the element of 
nationality; goals, philosophies and principles and organizational imagery 
and history. Top ranking university accommodates students from different 
nationalities. With increasing numbers of overseas students and academic 
staff, the role of nationality is decreasing. However, student intake for public 
university in Malaysia is controlled by the government. The appointment of 
the academic staff also needs special permission from the government. As is 
common among other Malaysian universities, it capitalises mainly on the 
English language as the main language of commerce.  
Moingeon and Ramanantsoa (1997) stress the interaction between 
history and corporate identity. They point out the way history influences the 
definition of corporate identity, i.e. “identity is the product of the history of 
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the organisation” (Moingeon and Ramanantsoa, 1997). They further state 
that identity influences history and shapes the perceptions and actions of the 
organization members. Thus, identity also produces history. History created 
an identity in support of the entrepreneurial self-image and income 
generating orientation of the university (Jarzabkowski and Wilson, 2002).  
Component of corporate identity focus on market conditions 
involving nature of the industry and marketing strategy. Malaysia’s higher 
education market is crowded and competitive. The general rule in the 
market is that prospective students will often attend a leading university 
because of its overall reputation, even though it may be relatively weak in 
the specific subject chosen. The teaching and research assessment exercises 
conducted regularly and the magazine (such as The Times Higher Education 
Supplement etc) publications of the ranking of the universities reveal that 
certain universities are more respected and are perceived to be general 
leaders in the field.   
However, the generic characteristic of higher education makes the 
projection of a differentiated identity difficult. According to Melewar and 
Sibel Akel (2005), some universities such as Cambridge, Oxford, Imperial 
College, Durham, LSE, UCL, York, Nottingham, Manchester and Bristol 
have succeeded in this difficult task.  
Corporate and marketing strategies are one of the few effort to 
promote university internationally. For example, University of Warwick’s 
strategies are “enhancing and promoting the University's reputation, 
particularly on the international stage” and slogans such “maintaining and 
developing our strengths in institutional governance and management” and 
efforts to show that “the university is planning to continue its business-like 
development”  
Corporate and marketing strategies not only determine desired future 
states of the organization but they also influence the formation of brand and 
corporate perceptions. Thus, the way an organization defines its corporate 
strategies has a significant impact on how it is perceived by its stakeholders. 
Simoes and Dibb (2001) state that the notion of corporate identity is linked 
to the corporate brand concept. Also according to Ind (1997) corporate 
branding is more than a visual projection of the organization – it is a 
manifestation of the organizational core values. 
Firm, product and services are the last component in corporate 
identity developed by Melewar and Storrie (2001). These components are 
branding strategies and organizational performance. Branding to the public 
is through heavy advertising of the company’s image in the media and by 
editorial coverage in the local or international press. Articles in academic 
periodical, refereed journal, proceeding and books by university lecturers 
and students are a part of positioning strategy for the university to create a 
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good brand of the university. University’s design, landscapes, and image 
development could also be considered as part of the branding strategy. 
Performance of the university is apparent by itself in terms of 
building up a loyal customer base, winning national awards, retaining and 
developing employees, and the growth to the franchise. The performance 
can be measured by the recognition received by the university. University 
ranking published by Times Higher Educations Supplement and other 
reputable organization is a best indicator to measure university’s 
performance. Besides university ranking, other recognition and award such 
as ISO 9000, inventor award obtained by students and lecturer of the 
university, can be considered as elements of performance. 
Purpose of the Study 
This study’s major purpose was to attempt to determine what the role 
of corporate identity from the perspective of the university’s prospective 
clients (among the students from Matriculation College in Malaysia). We 
were most interested in how important they considered the corporate 
identity function is. The study was designed specifically to discover what 
these students thought about corporate identity and how they saw this 
function being implemented in the university.  
Method 
This was a drop and collect questionnaire study of matriculation 
college students. Subjects came from 9 Matriculation College throughout 
Malaysia. In each of this matriculation college, students were prospective 
clients for the public university in Malaysia. In this section, data gathering 
procedures, respondents, and measurements of variables are detailed.  
 
Respondents 
Respondent in this research are prospective clients of the University 
Utara Malaysia (among students from matriculation colleges in Malaysia). 
Survey packets were sent directly to 500 students. The sample n=496 
(99.2%) in nine matriculation centre. The rationale for choosing this sample 
is that all respondents are prospective clients of the university and their 
perception is essential to determine the corporate identity of the university. 
Approximately 78.23% (n = 388) are female and 21.77% (n = 108) 
are male. This sample distribution reflects the norm of students in Malaysia. 
The majority of the respondents are (70.97% (n = 352) respondents from 
account stream, while 29.03% (n = 144) from science stream in 
matriculation centre.  
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Measurement Instrument 
Based on corporate identity model developed by Melewar and Jenskin 
(2000), there are five main components to developing corporate identity. 
Melewar and Storrie (2001) also use in the study for service company. 
Melewar and Sibel Akel (2005), also apply the same model to study the 
corporate identity Warwick University.  
The instrument used to assess corporate identity includes 80 items 
based on corporate identity model developed by Melewar and Jenskin 
(2001). The items representing four components of corporate identity which 
are communication and visual image, behaviour, corporate culture, market 
conditions and firm, product and services. Each item is measured using 5-
point Likert type scale. 
Prior to the actual study, we conducted a pre-test study among 
respondents in the matriculation colleges. The pre-test conducted sought to 
determine the degree of stability, trustworthiness, dependability of the 
measurement used in this study, as there are very limited study on corporate 
identity and corporate reputation. Results of the pre-test show Cronbach’s 
alpha for communication and visual identity is .90, behaviour is .87, 
corporate culture is .86, and market condition is .80 and firm, product and 
services 0.78.  
Results  
Before we conduct factor analysis, data are tested for coding/data 
entry errors and tests for normality are conducted for each of the survey 
items as well as the constructs that are created by computing individual 
items. Tests for normality include kurtosis measures, skewness measures, 
and visual inspection of histograms. The majority of items appear to be 
within normality. Kurtosis measures are below one. Skewness measures are 
around zero, and analysis indicates normal-shaped histograms. 
Based on dimensions of corporate identity in the communication 
literature, and some items from Melewar and Akel (2005), we generated an 
initial set of 80 items. These items focused on communication and visual 
identity, corporate behaviour, corporate culture, market conditions and firm, 
product and services. Using data collected from the sample of 496 students, 
we conducted an exploratory factor analysis using principal components 
with the number of factors not specified. The magnitude and scree plot of 
the eigenvalues indicated factors. In the next factor analysis, we set the 
number of factors to five and interpreted factor loadings based on pattern 
matrix which resulted from oblique rotation (Hair et al. 1998). Oblique 
rotation was appropriate because the ultimate goal of this research through 
factor analysis is to obtain several theoretically meaningful factors or 
constructs. Analysis of the 80 items resulted in five factors that explain 57% 
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of the variance. Based on the oblique factor pattern, each factor clearly 
reflected one of the five priori dimensions. Subsequent iterations were 
performed following deletion of cross-loaded items or items that were 
theoretically inconsistent with their factor. The rule of thumb provided by 
Hair, Anderson, Tatham and Black (1998) were applied where items load 
less than .30 were eliminated. The resulting solution consisted of 52 items 
explaining 78.4% of the variance. The breakdown of these items was 
communication and visual identity (19 items), behaviour (11 items), 
corporate culture (11 items), market conditions (6 items) and firm, product 
and services (5 items). The rotated factor loadings for these 52 items appear 
in Table 1. 
Factor Analysis 
Normally, when factor analysis is used in a study of this nature, 
results reveal a certain sense of conformity between variables. As a result, 
one usually can make considerably more sense out of factor loadings than is 
the case in this particular study. The principal components procedures 
produced 5 factors with eigenvalues greater than 1.0. This 5 factor solution, 
shown in Table 1 (see appendix), accounted for 57.9 per cent of the total 
variance. 
Factor 1 
Nineteen items clearly define factor 1 as shown by the loadings in 
Table 1. All items load positively and the statement appear to represent a 
concept of corporate communication and identity visual. Statement such as 
‘promotion’, ‘advertising’, ‘information and message’ and ‘media used’, seem 
to represent corporate communication part. Other item such as ‘office 
interior design’, ‘lighting’, ‘furniture’, ‘design of building’, ‘location’, 
‘landscape’, ‘space’, ‘logo’ and ‘the word UUM’ represent visual identity of 
the university. Communication and visual identity shows an important 
element in measuring the corporate identity of the university. 
Factor 2 
Behaviour is categorized under intangible identity and extremely 
important in corporate identity. Eleven statements clearly meet the loading 
criteria on this factor. These items are ‘university’s policy’, ‘behaviour of 
management’, ‘ethics’, ‘quality of relationship’, ‘staff dressing’, ‘personal 
characteristics’, ‘suitable skill’, ‘helpful’, ‘understanding’ and ‘knowledgeable’.   
Factor 3 
Another eleven items clearly define this factor. They are ‘vision and 
mission’, ‘goal achievement’, ‘philosophy and principal’, ‘aspiration’ and 
‘history and imagery’. Most of these items reflect corporate culture issues. 
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Factor 4 
Six items load cleanly on this factor. They are ‘student oriented’, ‘the 
role as student’s development’, ‘strategic marketing’ and ‘promotion’. This 
factor seems to reflect a sense of market conditions in the university’s 
corporate identity. 
Factor 5 
Five other statements define this factor. They are ‘marketing strategy’ 
and ‘branding’, representing the elements of branding. While, ‘award’, 
‘employee performance’, and ‘excellent’ loaded under element of 
performance. 
Discussion of Results 
This finding shows an important aspect of corporate identity in 
Malaysia is higher education sector. For higher education sector in Malaysia, 
all component of corporate identity (communication and visual image, 
behaviour, corporate culture, market condition and firm, product and 
services)  play an important role in influencing and perhaps in determining 
their corporate identity. 
This finding has interesting implications. First, finding reveals 
Matriculation College’s students look at all aspect of corporate identity of 
the university.  This study presents considerable evidence to suggest that 
prospective students of the university really see university’s identity based 
on visual. Factor analysis results clarify this statement even more as nineteen 
items are loaded under these factors. It is interesting to note that the 
elements of visual identity such as logo, landscapes, building, lighting and 
furniture all loaded on the same factor. This finding is supported by the 
literature on corporate identity which sees corporate visual identity defined 
in the way in which an organization uses logos, type styles, nomenclature 
and architecture to communicate its corporate philosophy and personality 
(Balmer, 1995).  Identity should be visible and easy to recognise by the 
people. These results show that the importance of visual identity should be a 
highlight to the university. A well-built corporate visual identity does not 
simply add to organizational visibility, but can also be used as a powerful 
weapon in gaining an advantage over competitors, while attracting clients 
and helping convince the parent to send their children to the particular 
university. Higher education sector in Malaysia, especially universities should 
focus more on their identity to ensure the image of the university is 
increased. 
Second, this finding finds that corporate behaviours were considered 
to be especially important. Even though this component is categorized 
under intangible elements compared to visual identity that can be seen and 
touched, it is still an important element to measure corporate identity. Based 
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on factor analysis, eleven items were loaded under this component. 
Customers are expecting a specific set of personal characteristics to form or 
reinforce their impression. Behaviour such as ethics, quality of relationship, 
staff dressing, personal characteristics, suitable skill, helpful, understanding 
and knowledgeable are the important characteristic from the perspective of 
the clients. Training and education either takes place in the university or 
outside of the university will benefit the university. 
Thirdly, the component of corporate culture including vision and 
mission, goal achievement, philosophy and principal, aspiration and history 
and imagery is very important to the university’s identity. Corporate culture 
portrayed the entire organization behaviour. Positive corporate culture and 
strong vision and mission will increase confident among the prospective 
clients, component market condition and firm, product and services also 
show to be an important component to measure the corporate identity. 
For university who intends to globalize their institution, this results 
indicate that the corporate identity management should take into account its 
personality (Balmer, 1995; Birkight and Stadler, 1986; Olins, 1978), its 
corporate strategy (Wiedmann, 1988) and the three parts of the corporate 
identity mix (behaviour of organizational members, communication and 
symbolism) in order to acquire a favourable corporate reputation (Fombrun, 
1996) which results in improved organizational performance (Fombrun and 
Shanley, 1990). If the results are generalizable, maximizing all corporate 
identity (communication and visual image, behaviour, corporate culture, 
market conditions and firm, product and services) should have a positive 
effect on the university’s corporate reputation.  
Our findings suggest that corporate identity of Malaysian university 
instruments influence their corporate image. One explanation for identity is 
now widely recognised as an effective strategic instrument and a means to 
achieve competitive advantage (Schmidt, 1995) and to be researched by 
more academics and practitioners.  
Conclusions and Limitations 
Because this study focused only on one university in Malaysia, it 
represents a limited test on the corporate identity. However, it has already 
suggested that corporate identity does effect the image of the university. The 
next step is to assess the external validity of the obtained results by 
replicating the study to other Malaysian university settings. For example 
future research should test whether similar effect can be found in other 
public university or private university operating in Malaysia or foreign 
university based in Malaysia. 
We also noted that, because this study is derived from one source 
that is the potential clients, there is the possibilities of common method 
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biases to exist in this study. Thus, future research should consider obtaining 
data from multiple sources. For example, elements of corporate identity can 
be obtained from existing clients (students).  
However, additional dimensions of corporate identity needed to be 
considered. Such additional research can play a vital role in developing 
understandings about what and whether corporate identity  should deviate 
from the ‘best’ corporate image. Additionally, we are also aware that there 
are some limitations in corporate identity model used in this study. Thus, for 
those who are interested to continue, the use of seven dimension of 
corporate identity (Melewar and Karaosmanoglu, 2006) scale would provide 
better explanation about corporate identity in organizations.  
In sum, this study represents an initial research effort to identify 
corporate identity (communication and visual image; behavior, corporate 
culture, market condition, firm, product and services) in which will influence 
the corporate image of the university. This investigation is also the first to 
focus on specific corporate identity in Malaysia University. The results of 
this research suggest that universities in Malaysia should consider corporate 
identity programme for their long term planning.  
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Table 1: Five-factor rotation of students’ responses to corporate identity items 
 
Item Factor 1 
Communication 













1 .536 .033 .053 .037 -.103 
2 .539 .087 .044 .041 .026 
3 .117 .164 -.029 .224 .200 
4 .250 .226 .050 .272 .070 
5 -.051 .060 .156 .127 .045 
6 .282 .045 .217 .171 .182 
7 .663 -.033 .176 -.032 .052 
8 .662 .101 .165 -.092 .148 
9 .673 .047 .193 .089 .044 
10 .741 .148 .147 .002 .021 
11 .784 .158 .178 .125 .177 
12 .764 .127 .221 .068 .108 
13 .332 .035 .212 .082 .565 
14 .681 .059 .175 .162 .086 
15 .337 .198 .244 -.002 .429 
16 .303 .318 .015 -.064 .336 
17 .234 .050 .320 -.005 .586 
18 .270 .200 .102 -.158 .254 
19 .410 .209 .231 .049 .457 
20 .459 .266 .119 .222 .346 
21 .284 .129 .340 .314 .087 
22 .318 .357 -.002 .292 .257 
23 .289 .383 .118 .195 .195 
24 -.043 .359 .053 .111 .429 
25 .054 .220 -.084 .128 .573 
26 .457 .132 -.012 .333 .118 
27 .398 .003 .172 .385 .359 
28 .452 -.014 .158 .483 -.016 
29 .411 -.007 .069 .501 .063 
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Factor 2 
30 .011 .281 .058 .358 .001 
31 -.004 .214 .153 .506 -.073 
32 -.091 .334 .048 .513 .136 
33 -.067 .224 .296 .308 .226 
34 .128 .188 .023 .530 .130 
35 .014 -.054 .217 .458 .457 
36 .082 .065 .162 .532 .108 
37 -.056 -.006 .305 .403 .274 
38 .025 .103 .254 .458 -.100 
39 .118 .190 .044 .026 .084 
40 .247 .465 .153 .202 -.033 
41 .245 .568 .080 .080 .095 
42 .163 .564 .2.19 .062 -.039 
43 .071 .429 .072 .054 .251 
44 .260 .482 .082 .288 .146 
45 .167 .536 .235 .279 .219 
46 .255 .468 .168 .266 .034 
47 .109 .609 .095 .058 .280 
48 .067 .488 .123 .239 .195 
49 .145 .514 .197 .265 .297 
Factor 3 
50 .175 .259 .438 .177 .105 
51 .169 .279 .415 .150 .126 
52 .314 .114 .417 .143 .049 
53 .098 .262 .559 .094 .093 
54 -.051 .016 .528 .280 .197 
55 -.034 .188 .309 .190 .201 
56 .126 .005 .471 .207 .034 
57 -.072 .001 .185 .267 .082 
58 .265 .275 .372 .264 -.231 
59 .039 .202 .290 .266 -.135 
60 .269 .003 .374 .180 -.089 
61 -.074 .287 .263 .178 .060 
62 .213 .065 .388 .298 .015 
63 .239 .239 .367 .217 .084 
64 .032 .207 .041 .093 .092 
Factor 4 
65 .095 .218 .141 .192 .082 
66 .117 .216 .151 .313 .192 
67 .280 .239 .217 .453 .073 
68 .222 .230 .147 .557 -.045 
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69 .109 .227 .212 .109 .229 
70 -.011 .293 .183 .493 .017 
71 .060 .231 .178 .531 .203 
72 .110 .251 .095 .565 .006 
Factor 5 
73 .050 .221 .215 .183 .486 
74 .102 .049 .277 -.010 -.124 
75 .244 .245 .130 .031 .113 
76 .168 .208 .379 -.062 .486 
77 -.014 .260 .150 -.100 .178 
78 .136 .278 .211 -.012 .419 
79 .151 .298 .134 .039 .427 
80 
Eigenvalue 
.140 
5.59 
.055 
4.35 
.219 
2.512 
.085 
2.371 
.579 
2.171 
. 
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